














































































































































例 自治体・地域の振興会 特産品メーカー・商店主 一般企業・一般住民
利害性 深 深 浅
本業性 深 浅 浅
























































地方自治体 （ 都道府県･市長村 ）
































































































































































































































































































































































































































































殖業者から事業譲渡を受け、100％子会社として設立した。2013 年 4 月 1 日現在で従業


























する活動である(水越・日髙 2014, p.78)。 
８）運営組織の実行委員長を務めていたのは、ソフトツーリズム株式会社代表取締役（当 
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Abstract: About 15 years have passed since discussions on regional brands became 
popular in Japan due to the conjunction of the rising demand for the regional 
revitalization and independence and the development of brand research. However, there 
are opinions that the regional brand research is still in its embryonic stage and some 
criticize that the concept of regional brands itself has become ambiguous. In this paper, 
we reviewed the previous arguments on regional brand research and pointed out that it is 
necessary to redefine “residents” in the topic of regional brands: “Residents” are the 
foundation of the regional brands, being both the subjects embodying the regionality 
and the objects which the creation of regional brands aims to vivify through regional 
revitalization. 
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